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ABSTRACT 
Consumers of skincare products are currently mostly females; however, as male 
consumers become more conscious of their health and personal appearance，they are 
likely to spend more and more on cosmetics and toiletries. For the younger generation, 
there is even a stronger trend for the increase in the use of skincare products. 
The objective of this research is to identify the factors that influence men's decision to 
use skincare products. For this research, a questionnaire was used as the main 
research instrument. A total of 114 respondents were surveyed. Most of our 
respondents were students, and have monthly incomes of less than HK$5,000. 
Approximately 80% of the respondents were aged 20 to 29. From the first part of the 
questionnaire, it was found that most people do not consider skincare products a sub-
category of cosmetics. Also, it was found that there was a positive relationship between 
the number of categories of cosmetics used and the respondents' experiences in using 
skincare products. 
By using path analysis, a best fit model that described the intention to use skincare 
products was formulated. Intention to use skincare products is a function of the attitude 
toward using skincare products and perceived feelings. By feelings, we mean the 
perceived physical and emotional feelings that were experienced when he used skincare 
products. The attitude toward using skincare products was affected most positively by 
the subjective norm, and negatively by the perceived conformity with social norms. 
Subjective norms were measured by assessing one's feelings as to whether relevant 
others (family, friends, partners, colleagues) would think favorably or unfavorably of him 
if he used skincare products. Unfortunately, the proportion of variance explained by the 
subjective norm function was very low. Hence, it suggested room for further research. 
Managerial implications, limitations and suggestions for further research are discussed 
in the last chapter. 
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In the new millennium, cosmetic companies strike to boost their sales with the 
resurgence of the health and fitness craze. Women want to look great, healthy and fit. 
So do men. Many companies move fast to enjoy the untapped market of male heavy or 
light users and non-users. For instance, Aramis USA, Mary Kay, Clinique and Shiseido 
launched skincare lines exclusively for men. 
How big is this untapped segment in Hong Kong? The demographic make-up of Hong 
Kong males aged 15 to 44 is approximately 24% of the total population and 
approximately 49% of the total male population. In particular, males aged between 15 
and 44 represent approximately 47% of that age group. (Appendix 1) 
Today's man is exposed to consumer male-specific magazines, new retailing concepts 
like open-sell and new product launches. On top of this, men become more conscious 
of skin health and personal grooming because they see it as a competitive edge in an 
increasingly competitive world. All these factors provide rooms for future development of 
men's skincare products. 
Marketers of the Hong Kong's cosmetic industry know that there is a changing attitude 
and buying behavior in today's society. This belief is supported by the fact that total 
retail sales of skincare products in the Asia-Pacific region totaled US$10.9 billion in 2000 
representing 25.5% of the total cosmetics and toiletries sales in the region. Both the 
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skincare and the men's grooming products enjoyed approximately 10% increase in sales 
from 1999 to 2000. (Appendix 2) 
Many cosmetic companies tried to market its product as unisex and for couples, they 
used this strategy to adapt to the Chinese custom and believes. Nevertheless, these 
positioning and marketing strategies seem to follow what the marketing managers think 
rather than what the potential users' think and feel. 
One of the major problems in the area of promoting male-specific skincare products is 
the lack of understanding of what physical, psychological and social factors perceived by 
men as important elements and how these factors are weighed against the expected 
benefits or costs of using skincare products. 
It is time for marketers to stop and reconsider whether they have pinpointed their 
consumers' needs or not. Will cosmetic companies win simply by breaking down the 
effeminate image of using cosmetic or skincare products? Should the marketing 
expenditure be spent in a more efficient way to achieve effective promotion than 
spending huge sum on television and magazine advertisement? 
1.1 Objectives of our study 
1.1.1 Research Objective 
The objective of this study is to explore the current behavior of men's usage of 
skincare products. In order to identify key factors that affect men's decision to 
use skincare products and subjective norm, a proposed model of factors affecting 
their decision is empirically tested. Further, relations of these factors to attitude 
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and subjective norm are assessed. By the same token, relationships between 
different factors and the actual behavior of using skincare products are 
examined. 
1.1.2 Decision Making Objective 
Managers can formulate marketing strategies based on the relative importance of 
factors affecting males' intention to use skincare products. Moreover, better 
understanding of how men perceive the using of skincare products provide 
insights for managers to position products among other brands. 
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CHAPTER II 
CONCEPTUAL FRAMEWORK AND METHODOLOGY 
2.0 Theory of Reasoned Action 
The objective of this chapter is to develop a conceptual model for factors affecting men's 
decision to use skincare products. The Theory of Reasoned Action (Ajzen and Fishbein, 
1980，1984) was used as a basis to develop the model. 
2.1 Reason for choosing the Theory of Reasoned Action 
Since using skincare products is a rational, systematic, and thoughtful behavior rather 
than an impulsive or capricious one, the Theory of Reasoned Action is provides a 
suitable framework for conceptualizing such behavior. 
2.2 What is the Theory of Reasoned Action? 
The Theory of Reasoned Action is the extension of attitude-toward-the-act model by 
adding the social components (i.e. normative beliefs and subjective norm) into the model. 
According to the theory, intention is determined by the attitude toward the act and the 
subjective norm. The subjective norm is defined as the individual's perception of 
approval from important others. Attitude, in turn, is determined by the cognitive beliefs 
about the consequences of the act. The subjective norm is determined by the perceived 
support of important others and the conformity with social norms. The Theory of 
Reasoned Action model is shown in Figure 1. 
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approval by i 2 
important others Subjective norm 
Figure 1 Theory of Reasoned Action'' Model 
With the Theory of Reasoned Action as the conceptual framework, insights from an 
exploratory investigation (i.e. focus group interviews with male users and non-users) and 
evidence from past experiences were combined in a conceptual model that suggests the 
decision process to use skincare products. The exploratory research will be explained in 
more detail in the methodology section. The conceptual model is shown in Figure 2. 
A more detailed description of the concepts and constructs are contained in Appendix 3. 
According to the conceptual model, it is proposed that the intention to use skincare 
products is affected by the attitude toward the act (i.e. using skincare products) and the 
subjective norm. Attitude toward the act is affected by the perceived physical and 
psychological benefits, and affected by perceived costs. Finally, the subjective norm is 
affected by perceived support from important others and the conformity with social 
norms. Note that the beliefs about the consequences of the act and the normative 
1 Schifftnan and Kanuk. Gonsumer Behavior. 7'" ed. New Jersey: Prentice Hall, 2000. 
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Figure 2 The Conceptual Model 
The operational definitions of the constructs explained how each construct was 
measured, and they are summarized in the following chapter. Appendix 3 contains the 
operationalization with the corresponding statements used in the research instrument 
(i.e. the questionnaire). 
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The conceptual model will be modified according to the analysis of the responses 
collected from the questionnaires. The modifications are discussed in the "Results" 
chapter. The following are the null hypotheses that are proposed: 
Hi: Perceived physical benefits are positively related to Agct 
H2： Perceived psychological security are positively related to Aact 
H3： Perceived feelings are positively related to Aact 
H4： Perceived costs are negatively related to Aact 
H5： Perceived support from important others are positively related to subjective norm 
He： Perceived conformity with social norms are negatively related to subjective norm 
H7： Attitude toward using skincare products is positively related to intention to use 
skincare products 





The research design and sample and sampling method are presented in this chapter. 
Operationalization and data analysis will be discussed. Since both exploratory and 
descriptive research methods were used in this study, explanations of the research 
activities will also be described in the end of this chapter. 
3.1 Research Design 
The research design for this study is sample survey. Structured, undisguised 
questionnaires were used for the descriptive research. Issues such as psychographics, 
perceptions, attitudes, product knowledge and awareness were measured (see 
Appendix 5 for the questionnaire). 
3.2 Sample and sampling for the main study 
This section describes the demographics of the sample and the sampling procedures. 
3.2.1 Sample 
For the purpose of studying the consumption behavior of the younger male 
generation, our subjects included only male who are aged between 15 and 45. A 
total of 114 men participated (including 31 that participated in the pre-test), the 
subjects aged from 15 to 45. For more details on the description of the 
respondents, please refer to the "Results" section. 
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3.2.2 Sampling method for the descriptive research 
A combination of convenient and snowball samples were used. For the 
convenient samples, paper copies of the questionnaire were distributed to the 
respondents in public places such as restaurants and libraries. For the snowball 
samples, paper and electronic copies of the questionnaire were distributed in 
person and through e-mail respectively. The subjects were our friends and 
relatives, and these individuals referred us to their friends and relatives and so on. 
3.3 Operationalization 
The operational definitions of the constructs explained how each construct was 
measured. The following table summarized the definitions, and Appendix 3 lists the 
statements used in the sample survey. 
Table 1 Operational definitions of the constructs 
Construct Operational Definition 
Xi ~ Xe Perceived The construct is measured by a 6-item, 7-point Likert 
physical Scale, 
benefits 
Physical benefits are positive consequences, which 
include the protection, restoration, and enhancement of 
the skin after using skincare products. Protection means 
maintaining and preventing the skin from getting worse. 
Restoration means bringing damaged skin back to its 
original condition. Enhancement means improving the 
skin further. 
Xy- Xs Perceived The construct is measured by a 2-item, 7-point Likert 
psychological Scale, 
security 
Security means freedom from doubt, anxiety, or fear. 
Also, we wish to know if men would be more confident of 
themselves after using skincare products. 
X9 ~ X12 Perceived The construct is measured by a 4-item, 7-point Likert 
feelings Scale. 
Feelings include physical ones and emotional ones. 
Physical feelings are the ones are the sensations felt 
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Construct Operational Definition 
after the application of skincare products. Emotional 
feelings are the cognitive thinking and beliefs after using 
skincare products. 
Xi3 ~ Xi6 Perceived The construct is measured by a 4-item, 7-point Likert 
costs Scale. 
Costs involve time and money. Time cost is the time 
spent on applying or using skincare products. Financial 
cost is the money spent to purchase skincare products. 
Xi7 ~ X22 Perceived The construct is measured by a 6-item, 7-point Likert 
support from Scale, 
important 
others Support from important others refers to the user's 
feelings as to what important others think of his using of 
skincare products. Important others include spouse, 
boyfriend, girlfriend, close friends, and colleagues. 
X23 ~ X25 Perceived The construct is measured by a 3-item, 7-point Likert 
conformity Scale, 
with social 
norms To conform means to behave in correspondence with 
socially accepted standards. In this study, social norms 
are defined as "using skincare products is gender 
specific, particularly, only females use them". 
Yi ~ Y2 Attitude The construct is measured by a 2-item, 7-point Likert 
toward the act Scale. 
Attitude is a state of mind or feeling. It is a disposition 
that men place on the behavior of using skincare 
products. 
Y3 ~ Y4 Subjective The construct is measured by a 2-item, 7-point Likert 
norm Scale. 
Normative beliefs of whether relevant others think 
favorably or unfavorably toward the user's behavior. 
丫5 - Ye Intention The construct is measured by a 2-item, 7-point Likert 
Scale. 
Intention is a determination to act in a certain way or to 
do a certain thing. In this study, it is to use skincare 
products. 
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3.4 Data analysis 
3.4.1 Analyzing consumption behavior 
Frequency analysis using SPSS 10.1 was used to describe the respondents. In 
particular, the respondents' knowledge and experience in using skincare 
products. On the other hand, since respondents were asked directly to choose 
the factors affecting their decision to use skincare products, a comparison of the 
means was used to assess the relative importance of different factors. 
3.4.2 Testing the conceptual model 
Path analysis was used because a full structural equation model (SEM) is not 
appropriate to be used. In order to use full-scale modeling, a sample size of 
greater than 200 is needed. 
3.5 Research activities 
3.5.1 Exploratory research 
3.5.1.1 Literature review 
Secondary research or literature review was conducted to investigate the 
overall trend of the cosmetics industry, and to learn about similar studies 
that were done previously. 
3.5.1.2 Focus group 
As mentioned in the previous section, exploratory research was carried 
out to obtain insights for the basis of the study, and to formulate ideas (i.e. 
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to identify factors in the decision to use cosmetics) for designing the 
research instrument. Subjects for the exploratory study were randomly 
selected from the list of students in Chinese University's MBA programme. 
Male who are users or non-users of cosmetics were included in the list. 
3.5.1.2.1 Sampling method 
Subjects were approached in person, and brief interviews were 
conducted. The interviews consisted of 10 questions that 
concerned one's perceptions and knowledge of cosmetics (see 
Appendix 4). 
3.5.1.2.2 Sample 
A total of 11 men participated, among which, 18.2% were non-
users of cosmetics. 
3.5.1.2.3 Research area 
Our study then narrowed down to a specific category of the 
cosmetics and toiletries - skincare products. K was because we 
do not want our respondents to refer to different cosmetic 
categories while giving their responses. Moreover, from the 
interviews conducted for the exploratory study, men usually have 
little knowledge about cosmetics items but they are widely 
exposed to skincare products with the increasing advertisement 
and promotion in various channels. 
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3.5.1.2.4 Pre-testing the instrument 
A pre-test of the questionnaire was performed in order to fine-tune 
the questions, and to ensure that valid and reliable responses 
were obtained. The responses from the pre-test were tested for 
reliability, and statements that resulted in poor reliability were 
discarded. 
3.5.2 Descriptive research 
3.5.2.1 Description of the instrument 
Question 1 from part A of the questionnaire was designed to seek 
understanding on what the term "cosmetics" meant to men. In other 
words, the purpose was to find out if men considered skincare products 
as a sub-category of cosmetics. Questions 2 to 5 from part A were 
designed to investigate the usage patterns, habits, and the product 
knowledge of the respondent. 
The statements from Part B were designed to assess the respondents' 
beliefs and attitudes towards using skincare products, which constitutes 
the main objective of this study. Statements were designed such that the 
reliabilities and validities of the responses can be checked. 
Part C was designed to understand the demographics so as to better 
describe the subjects of the study. 
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3.5.2.2 Procedure for administering the questionnaires 
Subjects were given the questionnaire and were assured that the data he 
or she provided would be treated confidentially, and his or her 
participation is voluntary. Note that the subjects were not aware that the 
questionnaire was only given to men. The purpose was to avoid any bias 
in the responses that might result from a gender specific questionnaire. 
3.5.2.3 Analysis and interpretation of the responses 
After the pre-test of the questionnaire, there were altogether 9 constructs 
in the conceptual model: perceived physical benefits，perceived 
psychological security, perceived feelings, perceived costs, attitude 
toward using skincare products, perceived support from important others, 
perceived conformity with social norms, subjective norm, and intention. 
The generation and selection of the questionnaire items were based on 
the responses from the personal interviews conducted in the exploratory 
study. The operationalization of the constructs can be found in Appendix 
3 and the operational definitions can be found in Table 1. In general, the 
constructs were measured with 7-point Likert scales anchored with 
"strongly agree" to "strongly disagree", and the relative importance of the 
various attributes for using skincare products were measured similarly 





The results chapter is divided into two sections. The first section is focused on the 
consumption behavior of cosmetics and toiletries products for men. The second section 
focused on discussing the intention to use skincare products by using path analysis. 
4.1 Consumption Behavior 
In this section, the consumption behaviors of the respondents are discussed. In 
particular, their classification, brand awareness, knowledge, and experience in using 
cosmetics are explained. 
4.1.1 Men's Classification of Cosmetics Items 
In the questionnaire, question 1 of part A listed items that are in the cosmetics 
(including decorative cosmetics and skincare products) and toiletries categories. 
Appendix 6 summarizes the items that respondents considered as "cosmetics". 
As expected, majority of the respondents do not consider skincare products as a 
sub-category of cosmetics. It is indicated by the low percentage of respondents 
who classify skincare products like Moisturizer, Hand cream, Face wash, Day 
cream and Night cream. With respect to each of these items, 56% of 
respondents disagree that they are cosmetics items. 
There is a clear distinction between how men respond to decorative or color 
cosmetics and other categories such as skincare products, personal hygiene 
items like anti-perspirant, shaving cream and aftershave. Appendix 6 gives a 
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rough idea on men's categorization of cosmetics items. There is a huge 
difference in the percentage between decorative cosmetics and other categories. 
One of the respondents can also name "eye gel" as cosmetics items, which was 
not included in the list in the questionnaire. This proves that some respondents 
have a certain degree of knowledge about cosmetics. 
4.1.2 Consumption Behavior of Cosmetics and Toiletries 
In the questionnaire, question 2 of part A asked respondents' usage habit of the 
listed items. 
Referring to Appendix 7，it is obvious that items which are perceived to be non-
cosmetics, for example, Face wash, Moisturizer, Day cream, Night cream and 
Hand cream have a higher frequency of usage as compared to other cosmetics 
items used by the male respondents. 
The usage habit reflects that men have different attitudes towards the use of 
skincare products and decorative cosmetics. One's actual behavior shows that 
the person has positive attitude towards the behavior. 
4.1.3 Year(s) of experience of using skincare products 
25% of the respondents have never used skincare products. Among them, 75% 
are current users, 40% of the respondents claimed that they have been using 
skincare products for more than 1 year. There are 23% of respondents who 
have been using skincare products for more than 5 years. (Appendix 8) 
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4.1.4 Knowledge of brands that carry men's cosmetics 
Appendix 9 displays the respondents' knowledge of brands that carry men's 
cosmetics. 
Most of the male respondents think that major cosmetic brands do not carry 
men's cosmetics. Nonetheless, opinions among respondents vary, some think 
that a certain brand carries men's cosmetics while some think that it does not. 
For example, about 20% of the respondents thought that Christian Dior carried 
men's cosmetics when it actually did not. 
Additionally, there are approximately 5% of the respondents indicated that they 
are not sure whether it carries any men's cosmetics or not. 
The Body Shop is an exceptional case that 60% of respondents agree that it 
carries men's cosmetics. 
Some of the respondents also name other brands like Aveda, UNO, Gillette and 
NuSkin as those which carry men's cosmetics. 
4.1.5 Relative Importance of Independent Factors 
Appendix 10 shows how respondents weigh the relative importance in using 
skincare products. They were asked to rate each factor according to seven-point 
Likert scale. 
Among the thirteen factors, the sample thinks that Perceived Protection, 
Restoration and Enhancement are important factors in influencing their decisions 
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to use skincare products. The means for the three factors are 5.3, 4.7 and 4.7 
respectively. 
On top of the Perceived Physical Benefits, respondents also gave a relatively 
high rating to Perceived Time Cost (mean = 4.6) and Financial Cost (mean = 5.1). 
In terms of Feelings, the Perceived Physical Feelings (mean = 4.3) is regarded 
as more important than Perceived Psychological Feelings (mean = 3.7). 
Availability and Fitness with Occasions are also factors that would be taken into 
consideration if the respondents decided to use skincare products. Both of them 
have a mean score of 4.5 or above. 
4.1.6 Demographic Description of the Respondents 
In total, there are 114 respondents. They are all males. The following section 
summarizes the demographic characteristics of them. 
4.1.6.1 Jobs I Industries 
42% of the respondents are students while others are working in different 
industries, namely Communications and Media Services, Entertainment, 
Financial Services，Government, Information Technology, Manufacturing, 
Retail, Professional Services Firm, Transportation, Construction, and 
Education. The mix is rather diversified (Appendix 11). 
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4.1.6.2 Highest Education Level Attained by Respondents 
Most of the respondents attained a Bachelor degree or above. The 
sample's average education level is high, 51% of the respondents hold a 
Bachelor degree while 31% hold a Master degree and above. (Appendix 
12) 
4.1.6.3 Respondents' Monthly Income 
Since most of the respondents are students who do not have a full-time 
job, the Monthly Income of the sample ranges from "less than HK$5,000" 
to "HK$30,000 or above". (Appendix 13) 
4.1.6.4 Age Distribution of the Respondents 
Due to the high percentage of students in our sample, the age distribution 
shows that 42.1% age 20-24. The majority of the respondents (80.7%) 
are males who are 20-29 years old. (Appendix 14) 
4.2 Path analysis 
The intention for men to use skincare products is modeled in this section. Since the 
sample size is too small to use the full scale Structural Equation Modeling, path analysis 
was used for modeling the intention for men to use skincare products instead. Moreover, 
path analysis was suitable for the analysis because the reliabilities of the constructs are 
all greater than or equal to 0.8. 
First, the results from Part B of the questionnaire are manipulated by performing factor 
analysis and reliability analysis using SPSS 10.1 software. Then, the results of the path 
analysis are discussed. The covariance matrix and the estimates for maximum 
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likelihood generated from LISREL 8.30 and PRELIS 2 (Joreskog & Seirbom 1999) are 
used for the path analysis. For recap, the conceptual model is shown in the figure 2. 
(See Appendix 3 for operationalization of the constructs) 
4.2.1 Reliability analysis 
Reliability analysis was performed to ensure that all of the constructs that are 
included in the LISREL analysis contain consistent responses. If the constructs 
affect the overall reliability of the factored component (i.e. lower the a value 
significantly), the construct is discarded from that component. The a values from 
the reliability tests are shown in the following table, and the outputs from SPSS 
are contained in Appendix 15. 
Table 2 Reliability Results 
Construct Reliabilities 
PH BENEF 0.841 






SUBJNORM — 0.886 
INTENT 0.873 
After performing the reliability analyses, the components are renamed in order to 
perform LISREL analysis. The following table summarized the components that 
will be used for the LISREL analysis. The names are also shown in Table 3. 
The a values for all of the renamed components are all greater or equal to 0.8, 
meaning that all the constructs were appropriate to be used in the path analysis. 
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Table 3 LISREL components - constructs, indicators, variable names 
Independent variables 
Attributes affecting the attitude towards using skincare products 
Construct Perceived Perceived Perceived Perceived 
physical psychological feelings costs 
benefits security 
Indicator ^ ^ ^ ^ 
^ ^ Xio Xi4 
^ Xi5 
^ Xi2 Xi6 
Xs _ 
^ 
Renamed PH_BENEF PS 一 S E C U R FEELING COST 
as 
Attributes affecting the subjective norm 
Construct Perceived support from Perceived conformity with 
important others social norms 






Construct Attitude toward the act Subjective Intention 
norm 
Indicator Yj Y3 
Y2 一 丫4 Ye 
Renamed ATTITUDE SUBJNORM INTENT 
as 
4.2.2 LISREL analysis 
LISREL analysis was used to determine whether the causal relationships 
between the independent (exogenous) and dependent (endogenous) variables 
are significant or insignificant. Hence, managerial implications could be 
suggested according to the relationships explained by the model. 
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The structural equation model (SEM) describes multiple interrelated dependence 
relationships in a single model (multivariate analysis). Its closest analogy is 
multiple regression, which can estimate a single relationship or equation. The 
SEM explains the causal relations among the constructs, and specifies the 
amount of unexplained variance. 
For this project, a simplified path analysis was performed instead of the full SEM 
because a full SEM requires a minimum sample size of 200. In order to generate, 
interpret and modify the models, the first step is to determine whether or not the 
maximum likelihood estimates for the conceptual model and its variants provide a 
satisfactory fit to the data. Then, the goodness of fit statistics such as, minimum 
fit function chi-square, goodness of fit index (GFI), the normed fit index (NFI), the 
comparative fit index (CFI), the incremental fit index (IFI)，and the relative fit 
index (RFI), are checked to see how much better the model fits compared to a 
baseline model. For a model to fit well with the baseline model, the p-value of 
the chi-square (x^) function should be greater than 0.05. For a sample size of 
114，the critical value for the t-distribution is approximately 1.64 for a=0.05. For 
the goodness of fit statistics, model fits of greater than 90 percent are considered 
adequate. The LISREL outputs are contained in Appendix 16. 
4.2.3 "Model 1" of the conceptual model 
"Model 1" of the conceptual model was derived from improving the proposed 
model (Figure 2) by using the modification indices suggested by LISREL Figure 
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Figure 3 Model1 
The hypotheses for this model are as follows: 
H1,1: PS_SECUR is positively related to ATTITUDE 
H2,1: FEELING is positively related to ATTITUDE 
H3,1: CONFORM is negatively related to ATTITUDE 
H4,1: SUBJNORM is positively related to A TIITUDE 
H5,1: APPROVAL is positively related to SUBJNORM 
H6,1: CONFORM is negatively related to SUBJNORM 
H7,1: ATTITUDE is positively related to INTENT 
H8,1: FEELING is positively related to INTENT 
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Results showed that all of the hypotheses were supported, and all of the causal 
relationships were significant (i.e. t-value>1.64). Attitude toward using skincare 
products was positively affected by the subjective norm (Pi2=0.16), perceived 
psychological security (yi2=0.12)’ perceived feelings (yi3=0.28)，and negatively 
affected by the perceived conformity with social norms (YI5=-0.35). The R^ for 
this function was 0.54. The subjective norm was positively affected by the 
perceived support from important others (丫26=0.14) and negatively affected by the 
conformity with social norms (y25=-0.26). The R^ for this function was 0.085. The 
intention to use skincare products was positively affected by the attitude toward 
using skincare products (p3i=0.66) and the perceived feelings (033=0.34). The R^ 
for this function was 0.62. Table 5 summarized the coefficients. The model 
variant "modelId" represented significant improvement in terms of fit over 
previous models (from x^i3=69.91 to xS=9-26). With a chi-square value of 9.26 
for 7 degrees of freedom, the p-value was 0.23 for this model. This meant that 
the sample variance covariance matrix was not significantly different from the 
hypothetical one. The differences by chance are only 23%. Therefore, "Modell" 
was adequate for explaining the beliefs that cause the intention to use skincare 
products. As shown in the summary Table 4’ the goodness of fit indices for 
"Model 1" were all greater than 0.90. Moreover, all of the constructs had critical 
values greater than the minimum requirement (i.e. t-value > 1.64). Hence, 
"Model 1" was considered adequate for explaining the intention to use skincare 
products for men. On the other hand, the R^ for the ATTITUDE and the INTENT 
functions were over 0.5; however, the R^ for the SUBJNORM was only 0.085. 
The small R^ value indicated that some constructs or indicators might have been 
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excluded from the analysis. This issue is discussed in more detail in the 
"limitations" section. 
Table 4 Summary Statistics for Model Variants 
Minimum Fit Goodness Normed F i t C o m p a r a t i v e Incremental Relative Fit 
Function of Fit Index Index Fit Index Fit Index Index 
Chi-Square 
(p-value) 
PrT|Sed 69^91 ^ ^ o . 8 0 0.82 0.83 0.44 
model (0.00) 
ModeM 0.98 0.97 0.99 0.99 0.91 (u」dj L 
Table 5 Summary of Construct Coefficients for Model 1 
Dependent construct 
ATTITUDE SUBJNORM INTENT 
PH BENEF -- -- H 
PS SECUR 0.12 ：： “ 
FEELING q ^ 二 0-34 
COST -- - ：： 二 
CONFORM -0.35 -0.26 “ 
APPROVAL ：： O M -二 
ATTITUDE -- — ：： 0.66 
SUBJNORM 0.16 I - - I " 
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CHAPTER V 
CONCLUSION AND RECOMMENDATIONS 
5.0 Conclusion 
According to the modified model, men's intention to use skincare products is positively 
influenced by personal attitude and directly affected by feelings. 
In determining which factors have an impact on personal attitude, conformity with social 
norms is the most important factor. Other factors like feelings and subjective norm are 
also important. Psychological security plays a minor role in influencing men's decision to 
use skincare products. 
Perceived support from important others is less important than perceived conformity with 
social norms when measuring its impact on subjective norm. Subjective norm does not 
have direct effect on intention to use skincare products, however, its influence works 
through personal attitude and ultimately change the personal attitude towards using 
skincare products. 
5.1 Managerial implications 
This section explains how managers can make use of the information in this study to 
formulate marketing programs. 
5.1.1 What to market 
The study suggested that men want skincare products which make them feel 
good and leave favorable feelings on their skin. Perceived feelings, be it physical, 
be it psychological feelings, has a powerful effect on attitude and direct impact on 
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intention to use the products. Ways to market to men should be different from 
the approaches to promote to women. The traditional marketing programs which 
stress the physical benefits do not work with males. Instead, beneficial feelings 
should be emphasized to result in positive attitude as well as greater intention of 
using the products. 
5.1.2 How much to price 
With reference to refined model, "model 1d", it is demonstrated that Financial and 
Time Costs are not factors which affect men's attitude towards the use of 
skincare products. 
Interestingly, the findings would be quite different from the frequency results 
(refer to Section 4.1). When articulating the question to the respondents, they 
tend to answer that costs are relatively important when they decide to use 
skincare products. As a consequence, managers when educating men to use 
skincare products as a whole, they can stress benefits of the usage, in particular, 
physical and emotional feelings. However, when they try to persuade men to 
make decision to buy the products, they have to promote the saving of time and 
financial costs. 
5.1.3 How to market skincare products to men 
The findings of this study provide implications for managers who want to market 
skincare products to men. As personal attitude toward the act is the key factor to 
men's decision on whether to use skincare products or not, managers should 
change their attitudes by addressing the important factors leading to positive 
personal attitude, namely perceived conformity with social norms. Nonetheless, 
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this factor is negatively related to the attitude. Managers should think of some 
marketing campaigns to alter men's perception of using skincare products as to 
differ from social norms. 
It is demonstrated that subjective norm have an impact on personal attitude, 
managers can also ride on the influencing power of important others of men's 
users or non-users. Nevertheless, marketers might have to further segment 
different groups of important others and identify the target group of influencers. 
5.1.4 Whom to target at 
The future trend of the cosmetics and toiletries industry is to tap into the male 
non-users. Both skincare products and men's grooming products will gradually 
be accepted. 
In our sample, 63% of the respondents have more than one year of experience in 
using skincare products. This not only proves that men does use skincare 
products but also demonstrates that there is a potential to market skincare 
products to non-users or green users. 
Brand loyalty is expected to be low given the limited knowledge men have 
towards the use of skincare products. Consequently, first-mover advantage with 
appropriate positioning and marketing strategy would lead to success. 
Reaching men at young ages increase brand loyalty in the future. Cosmetics 
companies can also make use of female users as influencers or tutors to help 
promote the frequent usage of skincare products. 
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5.1.5 How to position skincare products 
Managers should carefully think about whether to market the skincare products 
as a sub-category of cosmetics or to promote them as something different from 
decorative cosmetics. According to the results, men, in general, classify skincare 
products as independent category rather than a sub-category of cosmetics. 
Moreover, the results of our survey indicate that men use skincare products such 
as Face Wash, Night Cream and Day Cream more often than color cosmetics. 
This reflects that men's overall attitude towards using skincare products is 
agreeable. 
5.1.6 How to make your brand recognized 
With regard to the question asking whether a certain brand carries men's 
cosmetics or not, most of the respondents think that they do not carry men's 
cosmetics. For each of the listed brand, more than 5% of the respondents 
indicated that they are not sure whether it carries any men's cosmetics or not. 
The Body Shop is the only brand that 61% of the sample perceives to selling also 
men's cosmetics. Managers of cosmetics firms can examine why respondents 
are more certain that the Body Shop carries men's cosmetics. Is it because of 
the neutral or non-gender specific image of the Shop? Or is it due to the stronger 
recognition of its skincare products compared to its color cosmetics? Or do they 
prefer visiting specialist retail outlets to department store counters so that they 
have better knowledge about the product categories it carries? 
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As a reference point, managers can study the marketing strategies that the Body 
Shop employs if they want their brands to have similar brand recognition. 
Understanding the competitors, in particular, competitors' brands which your 
potential customers know or recognize, help you differentiate and market your 
own brand in a distinguish way. 
5.2 Limitations 
In this section, we will discuss the limitations of this study. It also acts as explanation to 
why further research can be done to expand the scope and extent of our study. 
5.2.1 External Validity 
Our survey was conducted using convenience and snowball sample, the 
representativeness of the target population was not known because we might 
have possibly ignored eligible respondents. The external validity of the results is 
limited and cannot be generalized to represent the general public. 
5.2.1.1 Sampling Bias 
Most respondents are students who are highly educated with a Bachelor 
degree or above. They are more likely to accept innovative ideas, as a 
result, they might express themselves more openly and thus their overall 
attitude towards the using of skincare products might be more favorable. 
However, 37% of the respondents have an income level of below 
HK$5,000, this would affect the rating of relative importance of financial 
cost to decision in using skincare products. The higher the income level, 
the lower the percentage of total disposable income will be. The overall 
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impact on the final decision to use skincare products would therefore be 
diluted. 
Furthermore, the age distribution of the respondents is not evenly 
distributed. There are more respondents whose ages range from 20 to 
29. The majority of them belong to this age group, 81% of the total 
sample size. 
5.2.1.2 Sampling method 
As a combination of convenience and snowball sampling method was 
used, the sample was not drawn at random which would increase errors 
and lack objectivity. 
Snowball sampling method led to sample bias since the selection of 
respondents was subjective according to referees. 
Moreover, the convenience sampling method also suggested that we only 
sample students at restaurants on campus, this group of respondents 
share similar backgrounds. 
5.2.2 Limited scope 
5.2.2.1 Specific definition of the research subject 
Our study only took skincare products into account. It is found that 
skincare products are perceived quite differently from cosmetics, 
consequently, the findings in this research can hardly be generalized to 
the general category of cosmetics and toiletries. 
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5.2.2.2 Lack of segmentation 
Our research treated all respondents as the same since we segment 
according to gender. Nonetheless, they can be further divided into users 
and non-users. To obtain more detail results, these two groups can be 
segmented into users of skincare products, users of color cosmetics, 
users of both categories and non-users as a whole, non-users of skincare 
products as well as non-users of decorative cosmetics. However, longer 
time and more financial support are needed to support the detailed 
research with a much larger sample size. 
5.2.2.3 Incomprehensive list of factors 
As there is limited financial support and time, our research did not include 
as many factors as possible in our model of reasoned action. Other 
factors, which we have not taken into account, might also change males' 
attitude towards using skincare products, for instance, Availability and 
Fitness with Occasions. For instance, men would try to use the product if 
it could be obtained easily, for instance, they can get it from their female 
friends or relatives. 
Our research results have already illustrated the relative importance of 
different factors influencing the use of skincare products. Availability and 
Fitness with Occasions have an above-average mean. This reflects the 
truth that these factors are important in leading men's final decision to use 
the products. However, as respondents were asked to rate the relative 
importance directly instead of deriving their responses indirectly through 
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path analysis, the outcomes might have been different if these factors 
were included in the path analysis. 
Moreover, the R^ of the function of Subjective Norm in ModeUd is low 
(R2=0.085)，this reveals that some factors might be missed out in the 
equation. Some other factors were left out resulting in the small 
proportion of variance explained by the limited constructs in the equation. 
For instance, opinions from doctors or other medical professionals might 
be important indicators for the Subjective Norm. 
5.2.3 Different administrative methods used 
The different administrative methods used have an impact on the reliability and 
validity of the outcomes. Questionnaires were distributed through emails, 
facsimiles and on-site visit. For instance, when respondents were given a 
questionnaire at the restaurants and were told to return it upon completion, they 
might fill it in under pressure of time and can be easily distracted by friends and 
the environment around them. 
5.2.4 Maturation effect 
The main body of the questionnaire though was kept to two pages, male 
respondents, who are not familiar with and interested in this topic, would feel 
bored and tired. They might lose interest and attention and did not fill it out 
seriously, this affects the validity and reliability of the results we gathered. 
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5.2.5 Unanswered sections 
Since respondents might think that some of the questions were too personal, 
they might leave them unanswered. For the unanswered questions, we made 
use of the function of defining missing data in the SPSS and obtained the valid 
percentages instead. 
5.2.6 Leading questions affecting validity 
For some of the questions, for example, question 4 of Part A asked the 
respondents to choose the brands that they thought carried men's cosmetics. If 
the respondent had thought that perfume is a cosmetics item, which according to 
our definition, is a toiletries item, the respondent would choose a brand that 
carried perfume for men. Hence, these answers would be invalid. 
5.3 Suggestions for Future Research 
5.3.1 Larger and more random sample 
Larger and more random sample should be used to increase the external validity 
and the results would then be generalized to represent the general public. 
5.3.2 Wider scope 
Both skincare products and decorative cosmetics can be studied. 
Furthermore, respondents can be segmented into users and non-users. 
Moreover, Structural Equation Model (SEM) can be used to analyze the 
difference between users and non-users of both skincare and cosmetics products. 
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More factors should be included to study the relationship and relative importance 
in affecting men's intention to use skincare products. 
If further research can be done, more factors can be tested to see whether they 
have an impact on attitude towards using skincare products and subjective norm, 
in turn, influence the intention to use the products, this would expand the scope 
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OPERATIONALIZATION OF CONSTRUCTS 
Perceived Physical Benefits (A 6-item, 7-point Likert Scale) 
Xi： I can maintain the current condition of my skin from worsening by using skincare 
products. 
X2： Using skincare products can prevent my skin from deterioration. 
X3： Using skincare products can restore my damaged skin to its original condition. 
X4： I can bring my skin back to its original condition by using skincare products. 
X5： I can improve my skin further by using skincare products. 
Xe： Using skincare products can make my skin better than it originally was. 
Psychological security (A 2-tem, 7-point Likert Scale) 
X7： I feel more confident about how I look when I use skincare products. 
Xs： Using skincare products give me self-confidence 
Perceived feelings (A 4-item, 7-point Likert Scale) 
Xg： Using skincare products make me feel fresh and vitalized. 
X10： My skin feels good after I use skincare products. 
X”： I enjoy using skincare products. 
X12： Using skincare products is a way to give myself a good treat. 
Appendix 3 Continued 
Perceived Costs (A 4-item, 7-point Likert Scale) 
Xi3： Using skincare products is wasteful in terms of time. 
Xi4： Time can be used to do other things that are more useful than using skincare 
products. 
Xi5： Using skincare products is wasteful in terms of money. 
Xi6： Money can be spent to buy other things that are more useful than skincare 
products. 
Perceived support from important others (A 6-item, 7-point Likert Scale) 
Xi7： I think that my spouse / boyfriend I girlfriend supports my using of skincare 
products. 
Xi8： I think that my close friends support my using of skincare products. 
Xi9： I think that my colleagues (at work / at school) support my using of skincare 
products. 
X20： I think that my spouse / boyfriend I girlfriend does not object to my using of 
skincare products. 
X21： I think my colleagues (at work I at school) do not object to my using of skincare 
products. 
X22： I think that my close friends do not object to my using of skincare products. 
Perceived conformity with social norms (A 3-item, 7-point Likert Scale) 
X23： Using skincare products is for women, not for men. 
X24： Real men don't use skincare products. 
X25： I would feel offended if someone gives me skincare products as a gift because I 
do not want to be perceived as a person who is self-conscious about his image. 
Perceived attitude toward the act (A 2-item, 7-point Likert Scale) 
Yi： My overall feeling toward the using of skincare products is favorable. 
丫2: My overall attitude toward the using of skincare products is positive. 
Appendix 3 Continued 
Perceived attitude/feeling of important others (A 2-item, 7-point Likert Scale) 
丫3: I think the overall attitude of people who are important to me toward my using of 
skincare products is positive. 
丫4: I think the overall feeling of people who are important to me toward my using of 
skincare products is favorable. 
Intention (A 2-item, 7-point Likert Scale) 
丫5: I intend to use or continue to use skincare products in the future. 
Ye： It is likely that I will use or continue to use skincare products in the future. 
Appendix 4 
Questions and Answers for the Focus Group 
(see: explore-ans.xls on the next page) 
explore-ans 
Respondent 
A | B | C | D | E l F | G | H | l | J | " T r ~ 
1. What is cosmetics? ^ 
Stuff you put on your face/skin x x ； 
Stuff that makes your face pretty x ！ x 
Stuff women use to "ban leng" x 
Makeup x x 
Skin treatment x x 
Something that prolongs beauty or your appearance x 
Stuff that women use more and men use less x 
After applying, it makes your skin whiter, smoother, and better x 
Stuff that boosts your self-confidence x 
Eye-shadow, liner, lipstick, powder, blush x 
Stuff that enhances your appearance x 
2. Can you name several cosmetic items? 
Aftershave x 
Blush X X X X 
Concealer x 
Day/night cream x x x x 
Eyebrow pencil x 
Eyelash curler x 
Eyeliner x x ~ x x x 
Eyeshadow x x x x x x 
Facewash x 
Facial mask x x x x 
Foundation x x 
Hand cream x 
Up balm X 
Lip liner ^ ^ x 
Lipstick x x x x x x x x x x x 
Makeup remover x 
Mascara x x x x x x 
Moisturizer x 
Nail polish x x x x x . 
Perfume x x 
Powder x x x x x x x 
Shaving cream x 
Toner x x 
UV protector x 
Whitening x 
3. Which of these do you classify as skincare items? Name the ones that you think are skincare products? 
I . I |none|none none none no门6 none 
Anti-wrinkle cream x 
Acne treatment x x 
Aftershave x 
Baby powder x 
Day/night cream x x x x x x x x x 
Facewash x x x 
Facial mask x x x 
Hand cream x x 
Lip balm x 
Moisturizer x x x x x x 
Scrub X 
Toner x x x x 
UV protector x x 
Whitening cream x x 
4. Do you use any of these? I I I I I I I I I I I 
explore-ans 
！ I I I “ ― I I I 1 I ― “ I I i ~ ~ 
Y e s X X X X X X X X X 
Acne treatment x x 
—「 Day/night cream x x x x 
‘ Facewash x ^ x x 
Hand cream x ！ x 
Lip balm x x 
Moisturizer x x x ^ 
Toner x x x 
UV protector x 
No X X 
1 I I I I I I I I I I I 
5a. Why do you use them? 
Want to ~x~ X 
Heal dry skin x x x x 
Keep clean x ^ 
Keep skin healthy I protect skin x x x x x 
Keep a tidy appearance x x 
Forced by girlfriend x 
Have free sample / gift x 
Recommended by sister x 
5b. Why do you not use them? 
No need “ x 
Don't know how x 
Troublesome x 
Not a habit x 
Don't like it "chee I叩 lup" x 
Won't use when not pushed by sister x 
6. How do you feel when you are in the progress of putting cream on your face, and afterwards? 
丨 ’ ’丨 I . I n/a I n ^ 
Feels comfortable/cool/soft x x x x 
Feels oily x x ^ 
Feels moisturized x x 
Feels clean x ^ 
Feels that skin is protected x x 
Feels "tarn leng" x 
Feels confident x 
Waste of time — x 
Effective, heals problematic skin x x 
I Feels uncomforteble, want to use up quickly and throw away “ x 
I ‘ 二 H I — I Z Z I Z I Z I I Z Z I 
7. Why do you think people use cosmetics? 
"Tarn leng" x x x ^ 
"Jee Jing" x 
People think that appearance("yee yung") is important x x 
To cover up ugly things x x 
Boost confidence x x x 
Attract attention x 
Because they're ugly x x 
Because they have bad skin x x 
To be polite/respectful for certain situations x x x x 
To be more outstanding x ^ 
Hard to understand x 
Improve outlook/presentation x x 
8. What do you think of people who use cosmetics? 
I I I I I I I I I I I I I • 
explore-ans 
No comment I feeling x x x x x 
Depends on the place and the amount of makeup used x x x 
Polite/respectful for a fomr^ al situation (match situation) x x x 
—~~Too much/no need for work in a factory for example x x x 
Waste of money ^ x 
Waste of time i x 
• - • .. • •• I I , •, — — I - •• ' I I - • • - - . I . — — — • •— » 
Beautiful people do not need makeup x 
Value-added for ugly people who use makeup is minimal x 
Perceived as "jeejing" x x 
Have self-respect x 
Take care of oneself, tidy x x x 
I I 
would like to give x x x x x x x 
to girlfriend I female friends x J x x x 
to friends x x 
to mom I sister x x 
to females only, embarrased to give to males ^T"] x \ x | x 
would not like to give, because x x x x 
don't know whafs suitable for who or which situation x x 
no knowledge, worry about quality of cosmetics x 
cosmetics are personal x 
not suitable for everyone x x 
would like to receive x x x x x 
from anyone, doesn't matter x x x 
because I don't buy them myself ^ 
would not like to receive, because -:',..、.- 二….…:).:：：:i〜.n:、. . x x x x x x 
don't use often x x 
don't know how to use x 
ifs personal and I can buy them myself x ^ 
don't want people to think that I'm a "jee jing" person x 
it may not be suitable for my sensitive skin x 
brand/item may not be suitable/useful for me x 
10. How do you feel when you buy cosmetics/skincare products in a public place? 
just like grocery shopping x x 
totally ok I no problem x x x x x ^ 
feels that I'm "tam leng" myself x 
prefer internet shopping or specialty stores e.g. H20, Sasa because 
I intimidated at counters . x 丨 I x 丨 
Appendix 5 
Research Instrument-The Questionnaire 
CUMBA MBA Project Research 
Hello! We are a group of MBA students of the Chinese University of Hong Kong. The purpose of this study is to 
understand your perceptions and attitudes toward using cosmetics. We highly appreciate it if you could spare 
about 15 minutes of your valuable time to fill in this questionnaire. All the information collected will be kept 
一 strictly confidential. Thank you for your participation. 
I 
Part A ‘ 
1. Which of the following items do you consider cosmetics? (check all that apply) 
• Aftershave • Blush • Concealer • Day cream • Night cream 
(發後水） （胭脂） （遮瑕育） （日霜） （晚霜） 
• Eyebrow pendl • Eyeliner • Eyeshadow • Facewash • Facial mask 
(眉筆） （眼線筆） （眼影） （»用品） （面膜） 
• Foundation • Hand cream • Lip balm • Up liner • Lipstick 
(濕粉底） （護手用品） （潤唇） （唇線筆） （唇胥） 
• Makeup remover • Mascara • Moisturizer • Nail polish • Perfume 
(卸妝用品） （睫毛液） （潤虜用品） （甲油） （香水） 
• Toner • UV protector • Whitening cream • Shaving cream • Powder 
(收縮水） （防曬用品） （美白用品） （剃鬚膏） （乾粉底） 
Eyelash curler • Hair dye • Antiperspirant/ 门 hers olease soecifv I 1 
(睫毛夾） （染髮用品） Deodorant ( 止 汗 劑 ） ^ Others, please specify. | _ _ I 
2. How often do you use the following items? 
Twice , ^ 4-6 times 1-3 times 2-3 times Once 
, Evervdav .u when Never everyday /week /week /month a month needed 
Aftershave • • • — • • — • • • 
Blush • • • ~ ~ • • • ~ • • — 
Concealer • • — • • • • — • • 
Day cream • • — 口 口 d ~ ~ 口 一 I j • 
Night cream • • — • • • • ~ ~ • • 
Eyebrow pencil~ • — • • • • • 一 口 • 
Eyeliner • • 一 • • ~ • • ~ ~ • • 
Eyeshadow — • • • ‘ • • • ~ ~ • • 
Facewash • • • • • ~ ~ • ~ • • 
Facial mask • • • • • • • • 
Foundation • • ~ • • • • 
Hand cream 一 • “ • • • • — • • • 
Lip balm • • • ~ • 
Lip liner — — • ~ ~ • • ~ ~ • ~ ~ • _ • ~ ~ • • 
T i ^ ' • • • • • • • 
「l^ ake叩 remcW • • • • • “ • • ~ • 
j l^cara — • • • • • ~ • • • 
i Moisturizer^ 1_ 口 ― • • 口― _ [ • • — 
"Nairpoiis"h • Q~ B——— —• — — — — — — • - - - - • ― 广 q——-
丨 Perfume — — • P J _ _ • _ _ _ • "" [ " • " " • ] _ _ 
"shaVngcream • “ • “ ― ~ [ " " ' P • • • • — • 
；Powd^ Z I Z —"• 百 — • 一 • • • • • 
「〒oi^ t^^  5 — 厂 5 — — _ — • • 口 • 一 口 d ~ ~ 
nLJv"protector — 一 • • — 一 • • • ~ • "““ • • 
「wl^tTni^cT^^ • • • • • — • • • 
l'l7e"i^ sh7u7ler — " D • —— • • ~ ~ • ~ ~ • • 一 • 
i Hair dye • ~ ~ • • • • • ~ • • ~ ~ 
| " ^ e r s p y n t 7 —口 ^ • • 5 • 口 口 
丨 Deodorant 
Prepared by CUMBA P. l 
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3. How long have you been using skincare products? 
• never • less than 1 year • 1-5 years • 6-10 years • more than 10 years 
^^严 “ 
4. List the brands that carry men's cosmetics, (check all that apply) “ 
(If you're not sure, please check both boxes) ‘ 
• ”320(r • • ^Xlinique" • • "H2O" • • "Shiseido" • 
• "The Body Shop" • • ”Biotherm" • • "Kao-Biore" • • "Aramis" • 
• "Christian Dior" • • "Estee Lauder" • • "Cellex-C" • • "Chanel" • 
• '^Icebeig" • • "Neutrogena" • • ”Perry Ellis" • • "Sisley" • 
• ”Elizabeth Arden" • • "Glycel" • • Others, please specify: | | 
5. How much time do you spend on fixing your hair each morning? 
• 5 minutes or less • 6-15 minutes • 16-25 minutes • 26-35 minutes 
• 36-45 minutes • 46-55 minutes • more than 55 minutes 
PartB 
Since cosmetics is a category with many sub-categories, our research will narrow it down to include SKINCARE 
products only. For our research, skincare products includes Hand cream, Toner, UV protector, Moisturizer, Day 
cream. Night Cream, Whitening cream. Facial mask & Lip balm BUT EXCLUDES deodorant; perfume, 
haircare products and decorative cosmetics (e.g. Foundation, Concealer, Eyeshadow & Eyebrow pencil). 
Please state your degree of agreement or disagreement with the following descriptions/statements. Although 
you may not have personal experience in using cosmetics, please answer all of the questions according to how 
you feel. Please keep in mind that there is no right or wrong answer, and make each scale a separate and 
independent judgment. 
Strong.v agree • • • • • • • Strongly disagree 
can prevent my skin 【^「。― agree • • • • • • • Strongly disagree 
— 二 丨 t r " my Strongly agree • • • • • • • Strong, disagree 
b ^ ' i n g S " ^ 丨 b 。 _ l condition Strongly agree • • • • • • • Strongly disagree 
IprC。li^ r^ve my skin further by using skincare strongly agree • • • • • • • Strongly disagree 
一 make my s ‘ strongly agree • • • • • • • Strongly disagree 
一 Using skincare products helps express who I strongly agree • • • • • • • Strongly disagree 
I use skincare products to be attractive. Strongly agree • • • • • • • Strongly disagree 
一 lusfslr^pOrncJiSSLa^^ut ^ ‘ w h e n I s_g |y agree • • • • • • • Strongly disagree 
一 cUolTffdenScfcare Products give me self- strongly agree • • • • • • • Strongly disagree 
I enjoy using skincare products. Strongly agree • • • • • • • Strongly disagree 
Using skincare products is a way to give myself strongly agree • • • • • • • Strongly disagree 
a good treat. 
一 make me feel fresh and gtrongly agree • • • • • • • Strongly disagree 
一「/odiSl 丨s good after I use skincare strongly agree • • • • • • • Strongly disagree 
一 skincare products is for women, not for strongly agree • • • • • • • Strongly disagree 
Real men don't use skincare products. Strongly agree • • • • • • • Strongly disagree 
Part B Continued 
Prepared by CUMBA P.2 
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I would feel offended if someone gives me 
二 二 I s f J ^ Z V o Strongly agree • • • • • • • Strongly disagree 
conscious about his image. 
一 strongly agree • • • • • • • strongly disagree , 
^ictrraetjJlcl^OtSse suPPort my using strongly agree • • • • • • • Strongly disagree 
— 丨 f 二 : strong, agree • • • • • • • strong, disagree" 
I think that my spouse / boyfriend / girlfriend 
does not object to my using of skincare Strongly agree • • • • • • • Strongly disagree 
products. 
一 " ^ y agree • • • • • • • Strong.v disagree 
U t i r 二 j y n c t s U ^ d o notobjectto strongly agree • • • • • • • Strongly disagree 
I think the overall attitude of people who are 
important to me toward my using of skincare Strongly agree • • • • • • • Strongly disagree 
products is positive. 
I think the overall feeling of people who are 
important to me toward my using of skincare Strongly agree • • • • • • • Strongly disagree 
products is favorable. 
— p . ' o d u T l ' s S b r ' ' ' ^ the using of skincare s i n g l y agree • • • • • • • Strongly disagree 
一 ^ . l ^ d T t e l T o s " ' ^ the using of skincare strongly agree • • • • • • • Strongly disagree 
J j ^ g skincare products is wasteful in terms of strongly agree • • • • • • • Strongly disagree 
Time can be used to do other things that are • • • • • • • Strongly disagree 
more useful than using skincare products. ^ ^ ^ ^ ^ 
skincare products is wasteful in terms of 【^「。叩丨丫 agree • • • • • • • Strongly disagree 
一 that strongly agree • • • • • • • Strong.y disagree 
二 = ' 。 S t r o n g l y agree • • • • • • • Strongly disagree 
丨 ! X r " 加 u e to use strong.y agree • • • • • • • Strong, disagree 
How important are the following factors to your decision in using skincare products? 
~ ~ Protection Very important • • • • • • • Not important at all 
Restoration Very important • • • • • • • Not important at all 
Enhancement Very important • • • • • • • Not important at all 
Self-expression Very important • • • • • • • Not important at all 
Self-confidence , Very important • • • • • • • Not important at all 
Enjoyment (i.e. emotional feelings) Very important • • • • • • • Not important at all 
Physical feelings Very important • • • • • • • Not important at all 
Time cost Very important • • • • • • • Not important at a l l " 
Financial cost Very important • • • • • • • Not important at all— 
Fitness for occasion Very important • • • • • • • Not important at all 
Availability ~Very important • • • • • • • Not important at all— 
Support from important others Very important • • • • • • • Not important at all 
Conformity with social norms Very important • • • • • • • Not important at all 
Prepared by CUMBA P.3 
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Parte 
3. How old are you? 
^ J ^ W h l c h industry are you working in? • Below 15 
• Communications and Media Services • 15 - 19 ' 
• Entertainment • 2 0 - 2 4 , 
• Financial Services • 25 - 29 
• Government • 30 - 34 
• Information Technology • 35 - 39 
• Logistic/Distribution R 40 -
• Manufacturing • 4 5 - 4 9 
• Non-profit Making Organization g 50 - 54 
• Professional Services Firm 口 or above 
• Retail 
口 Trading Highest education level attained: 
• Transportation • Secondary 
• Construction 口 Diploma 
‘ • Education • Baehelo「 
• Student ° 二 ： t e 
• Others, please specify: | „ 
• Others, please specify:] 
2. What is your monthly income in HK$? 






• $30,000 or above 
If you would like to enter our lucky draw, please give us your email address: | | 
and/or the person (email address) who referred you to us: | 
~THANKYOU~#常感謝 













































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Results from Reliability Analysis 
• Perceived physical benefits 
• Perceived psychological security 
• Perceived feelings 
• Perceived costs 
• Perceived support from important others 
• Perceived conformity with social norms 
• Attitude toward using skincare products 
• Subjective norm 
• Intention to use skincare products 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1- XI 4.6396 1.2489 111.0 
2. X2 4.7568 1.2949 111.0 
3. X3 4.4685 1.2418 111.0 
4. X4 3.9099 1.3318 111.0 
5. X5 4.7027 1.2905 111.0 
6. X6 4.2613 1.3599 111.0 
N of 
S t a t i s t i c s for M e a n V a r i a n c e Std Dev V a r i a b l e s 
S C A L E 2 6 . 7 3 8 7 33.6675 5.8024 6 
I t e m - t o t a l S t a t i s t i c s 
S c a l e Scale C o r r e c t e d 
M e a n V a r i a n c e Item- A l p h a 
if Item if Item Total if Item 
D e l e t e d D e l e t e d C o r r e l a t i o n D e l e t e d 
XI 2 2 . 0 9 9 1 24.4174 .6230 .8145 
X2 2 1 . 9 8 2 0 23.5997 .6670 .8056 
X3 2 2 . 2 7 0 3 24.1445 .6539 .8087 
X4 2 2 . 8 2 8 8 25.0704 .5116 .8365 
X5 2 2 . 0 3 6 0 23.5987 .6702 .8050 
X6 2 2 . 4 7 7 5 23.9063 .5950 .8203 
R e l i a b i l i t y C o e f f i c i e n t s 
N of C a s e s = 111.0 N of Items = 6 
A l p h a = .8412 
, Page 1 
J 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1. X7 3.8509 1.5754 114.0 
2. X8 3.6316 1.4650 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 7.4825 8.2165 2.8664 2 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if Item 
Deleted Deleted Correlation Deleted 
X7 3.6316 2.1463 .7773 . 
X8 3.8509 2.4820 .7773 • 
Reliability Coefficients 
N of Cases = 114.0 N of Items = 2 
Alpha = .8734 
Page 1 
» k 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1. X9 4.4211 1.3297 114.0 
2. XIO 4.5351 1.2842 114.0 
3. Xll 3.7281 1.4408 114.0 
4. X12 3.9474 1.4865 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 16.6316 19.7392 4.4429 4 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if Item 
Deleted Deleted Correlation Deleted 
X9 12.2105 11.4774 .7208 .7244 
XIO 12.0965 12.9729 .5531 .8001 
Xll 12.9035 11.6809 .6075 .7774 
X12 12.6842 11.0498 .6557 .7543 
Reliability C o e f f i c i e n t s 
N of Cases = 114.0 N of Items = 4 
Alpha = .8130 ‘ 
Page 1 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1. X13 3.7982 1.4340 114.0 
2. X14 4.0877 1.4425 114.0 
3. X15 4.0614 1.3455 114.0 
4. X16 4.3509 1.5226 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 16.2982 24.6713 4.9670 4 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if Item 
Deleted Deleted Correlation Deleted 
X13 12.5000 14.5354 .7389 .8592 
X14 12.2105 13.8845 .8099 .8318 
X15 12.2368 14.7664 .7828 .8443 
X16 11.9474 14.4220 .6858 .8814 
Reliability Coefficients 
N of Cases = 114.0 N of Items = 4 
Alpha = .8866 ‘ 
丨 Page 1 
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R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1. X17 5.0179 1.3013 112.0 
2. X18 4.5804 1.1979 112.0 
3. X19 4.3393 1.2122 112.0 
4. X20 5.1607 1.3460 112.0 
5. X21 4.9464 1.3003 112.0 
6. X22 5.1339 1.2043 112.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 29.1786 39.3912 6.2762 6 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if Item 
Deleted Deleted Correlation Deleted 
X17 24.1607 27.0730 .7846 .8872 
X18 24.5982 29.2695 .6702 .9034 
X19 24.8393 28.7847 .7025 .8991 
X20 24.0179 27.0627 .7510 .8925 
X21 24.2321 27.5492 .7437 .8934 
X22 24.0446 27.3764 .8383 .8801 
Reliability Coefficients 
N of Cases = 112.0 N of Items = 6 
Alpha = .9091 
Page 1 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1- X23 3.2281 1.6565 114.0 
2. X24 3.2632 1.6351 114.0 
3. X25 3.4737 1.5640 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 9.9649 16.8129 4.1004 3 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if item 
Deleted Deleted Correlation Deleted 
X23 6.7368 7.7885 .6793 .6853 
X24 6.7018 7.2731 .7786 .5728 
X25 6.4912 9.6150 .4899 .8731 
Reliability Coefficients 
N of Cases 114.0 N of Items = 3 
Alpha = .7984 
I 
Page 1 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1• Y1 4.7281 1.2286 114 〇 
2. Y2 4.7982 1.2634 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 9.5263 5.4551 2.3356 2 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if item 
Deleted Deleted Correlation Deleted 
Y1 4.7982 1.5961 .7568 . 
Y2 4.7281 1.5095 .7568 . 
Reliability Coefficients 
N of Cases 114.0 N of Items = 2 
Alpha = .8614 
Page 1 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1. Y3 4.7965 1.2689 113.0 
2. Y4 4.7434 1.2662 113.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 9.5398 5.7685 2.4018 2 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if item 
Deleted Deleted Correlation Deleted 
Y3 4.7434 1.6032 .7953 . 
Y4 4.7965 1.6100 .7953 . 
Reliability Coefficients 
N of Cases = 113.0 N of Items = 2 
Alpha = .8860 
Page 1 
R E L I A B I L I T Y A N A L Y S I S - S C A L E ( A L P H A ) 
Mean Std Dev Cases 
1- Y5 4.5877 1.3878 114.0 
2. Y6 4.7368 1.3956 114.0 
N of 
Statistics for Mean Variance Std Dev Variables 
SCALE 9.3246 6.8760 2.6222 2 
Item-total Statistics 
Scale Scale Corrected 
Mean Variance Item- Alpha 
if Item if Item Total if item 
Deleted Deleted Correlation Deleted 
Y5 4.7368 1.9478 .7751 . 
Y6 4.5877 1.9259 .7751 . 
Reliability Coefficients 
N of Cases 114.0 N of Items = 2 
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The following lines were read from file C:\S_PR0J\ANGELA\PATH\M0DEL1.LS8: 
Factors Affecting Men in Using Skin Care Products 
Observed variables: PH_BENEF PS一SECUR FEELING COST APPROVAL CONFORM ATTITUDE SUBJNORM INTENT 
Covariance Matrix from file C:\S_PR0J\A1SIGELMPATH\MAIN.C0V 
Sample size 114 
Relationships: 





End of Problem 
Sample Size = 114 
Factors Affecting Men in Using Skin Care Products 
Covariance Matrix to be Analyzed 
ATTITUDE SUBJNORM INTENT PS_SECUR FEELING APPROVAL 
ATTITUDE 1.36 
SUBJNORM 0.83 3.09 
INTENT 1.15 0.67 1.72 
PS_SECUR 0.63 0.35 0.66 2.05 
FEELING 0.73 0.37 0.90 0.90 1.23 
APPROVAL 0.75 0.81 0.63 -0.18 0.29 4 42 
CONFORM -0.95 -0.57 -0.96 -0.21 -0.63 -o'.SQ 
Covariance Matrix to be Analyzed 
CONFORM 
CONFORM 1.87 
Factors Affecting Men in Using Skin Care Products 
Number of Iterations = 10 
LISREL Estimates (Maximum Likelihood) 
ATTITUDE = 0.16*SUBJNORM + 0.12*PS_SECUR + 0.28*FEELING - 0.35*CONFORM, Errorvar.= 0.62 , R2 = 0.54 
(0.044) (0.065) — (0.091) (0.063) (0.084) 
3.57 1.89 3.03 -5.62 7.38 
SUBJNORM = 0.14*APPR0VAL - 0.26*CONFORM, Errorvar.= 2.83 , R^ = 0.085 
(0.079) (0.12) (0.38) 
1.82 -2.11 7.38 
INTENT = 0.66*ATTITUDE + 0.34*FEELING, Errorvar.= 0.65 , R^ = 0 62 
(0.080) (0.083) (0.088) 
8.32 4.05 7.38 
Covariance Matrix of Independent Variables 
PS_SECUR FEELING APPROVAL CONFORM 
PS_SECUR 2.05 
_ ( 0 . 2 8 ) 
7.38 
FEELING 0.90 1.23 
(0.18) (0.17) 
5.15 7.38 
APPROVAL -0.18 0.29 4.42 
(0.29) (0.23) (0.60) 
-0.61 1.30 7.38 
CONFORM -0.21 -0.63 -0.68 1.87 
(0.19) (0.16) (0.28) (0.25) 
-1.12 -4.02 -2.40 7.38 
Goodness of Fit Statistics 
Degrees of Freedom = 7 
Minimum Fit Function Chi-Square = 9.26 (P = 0.23) 
Normal Theory Weighted Least Squares Chi-Square = 9.15 (P = 0.24) 
Estimated Non-centrality Parameter (NCP) = 2.15 
90 Percent Confidence Interval for NCP = (0.0 ； 14.21) 
Minimum Fit Function Value = 0.082 
Population Discrepancy Function Value (FO) = 0.020 
90 Percent Confidence Interval for FO = (0.0 ； 0.13) 
Root Mean Square Error of Approximation (RMSEA) = 0.053 
90 Percent Confidence Interval for RMSEA = (0.0 ； 0.14) 
P-Value for Test of Close Fit (RMSEA < 0.05) = 0.41 
Expected Cross-Validation Index (ECVI) = 0.47 
90 Percent Confidence Interval for ECVI = (0.45 ； 0.58) 
ECVI for Saturated Model = 0.51 
ECVI for Independence Model = 2.85 
Chi-Square for Independence Model with 21 Degrees of Freedom = 296.66 
Independence AIC = 310.66 
Model AIC = 51.15 
Saturated AIC = 56.00 
Independence C M C = 336.81 
Model CAIC = 129.61 
Saturated CAIC = 160.61 
Root Mean Square Residual (RMR) = 0 . 1 1 
Standardized RMR = 0.046 
Goodness of Fit Index (GFI) = 0.98 
Adjusted Goodness of Fit Index (AGFI) = 0 . 9 1 
Parsimony Goodness of Fit Index (PGFI) = 0.24 
Normed Fit Index (NFI) = 0.97 
Non-Normed Fit Index (NNFI) = 0 . 9 8 
Parsimony Normed Fit Index (PNFI) = 0.32 
Comparative Fit Index (CFI) = 0.99 
Incremental Fit Index (IFI) = 0.99 
Relative Fit Index (RFI) = 0.91 
Critical N (CN) = 226.49 
The Problem used 14376 Bytes (= 0.0% of Available Workspace) 
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